NATION'S RhSTAuRANT NEWS. Aoril 22. 199G 


MARKETING 


Family marketing values: Beyond toys and coloring books 


S DOVt^il irendM hjiH Ufostylc shifbi continue Ui 
beck'jn (wrentH from the heat of the kJlclien. 
helpitiK t<> tvm the traditiorial hoine*cuoke4 
meal inU) an eniiingered .“pocies. 

And. iU that trend persiina. small &>' and 
tbeir parents incrf'iisingjy air findine ihem- 
si'^vcn in the ml^it of a Mphi«ticnt«J new murketinji; 
era that tarceta families as n single consuiner entity 
AJthou^ Bu«U»n Market may have pioneered tho 
concept of notilo»-stvlc mealji for the 1990ti, shifK« in 
canaumer demand ore prompting other restaurant 
cojiipanieH to transform siiiRlc-ioarketiiig up|)Orttini- 
liea into fully integrated, family marketing programs. 
As theee proiprams con extend heyoiid advertising 
canipaignH to mori'fl. pwckafii^r ^ ' ' '»iums, sweep- 
(■takes.iBcvietie-i"'- couponiM;’ and more. 

A small Older •>' french : i • . n • indwich and a 
lK’<.‘erage ^resenU-.^ wiUi a cil 'n gbonk and crayon 
ora plfiflclctny are no longer" to attract the lit¬ 
tle gionts who, ot the age ©f 3, are eirendy operating 
VCRa. playing computer gnmei "'id rccogniaing 
which brand ii offerini: the be-' nreimum of the day. 

dual how VDluaWe ifl th luorket? It is a« valu¬ 
able that tvro of the world s loading family mar- 
Itctfrs — McDonald’e and Walt Duney Inc. — re- 

C nrtedly are securing their mutual future in llie 
usinesa with an exdualve partnership deal. The 
two already are workiri^ together on "Disney’e Mas¬ 
terpiece CoIIkUop Trivia Challenge.' uji iiislHrit- 
win game that targets both parents and children. 

"The goal is to bring fun and oxcilemcnt to cua- 
torocra." savn Stove Bender, a spoke.i<ma» for Me- 
Donald'e. “fliis ia a family program that any- 
one Clin plev and exposeit a whole geoerutioaofkida 
til Disney cra.Hsin.' 

But because not every compony can be a 'Bijr 
Mat' or a "Uig Mickeymany renlaurant chnina 
are marketing lo families as'best they can with 
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home-style menu offerings, sophisticated preini- 
um.i. video-release tie-ln.s and. when budgeta allow, 
Hull'-wood-blockbuslcr promoliona. 

Some of die industry’s players that are sharpen- 
ing thi'ir focus on fsmilv values are Kh'C, Burger 
iUng. I’izzaHot, Baiikia-ftobbtna, Subway Swdwich- 
es, Bliuipie IntematioQal Enc and Boston Market. 

KFC'ft montra to 'take back the family” has 
Dianifeftted itself in the ebuin'S new advertising ns 
well aR its product icitroductiuns. 

“We am taking a much more integrated ap¬ 
proach to the family needs of convenience, ciuisk- 
nes-a of service, alTordubiUty and variety,' says KFC 
spokeswoman Lmira Milello. 'When you're 0 morn 
trying in feed your fanuJy, those are the primory at- 
tribnlCR u-sed ic taaking the purchoaing decision 
ond so we are trying to address each of them ' 

Afide from KFC's recwnl introduction of Ten- 
derlioast. chicken strips and pot pins to ita menu, 
the chain also is upping its mtertaininent ante 
with n scries of tic-inn that are expected to begin 
this summer with DiRney's Timon and Puiubao 
characters from “The loon King.' 

Bliinpie iiitemationAi is teaming up with Rin- 
gling BroA. and Bamuni & Rniloy Circus to intro¬ 
duce its lino of “Blinipjc Jr.V 


And Subway Sandwichea is tapping education 
for its latest Kid's Phk Mc-al, which provides children 
with inilfttnblr tropicu) birds in ^ effort to raise 
Llieir consciousness about the world'a rainforrsta. 

“Value and ctinvemence is not just for ternagere 
anv morp." says Subway spokeawoman Michele 
Klutxer. '•Nonetheless, a big chunk of our advertis- 
ine is ntili image and value perception. But we are 
looRing to .seo how that trartuiolos into kids* market¬ 
ing and familv values, and well »ee how it unfoWs." 

At Boston Market s “kids eat free" prograni will 
got under way in late summer. While plana have not 
yet been riiialiaod, the program is likely Lo include 
special activities and u designated day for free meals. 

In the meunUme the chmn’s first family aiToit 
will break in early eunimor, when il introduCea 
“Boston Fcaat" meals, o deal that otters a 

full portion entree, three largo side dUhes, six 
pieces of combread and an apple pic. 

“Oui whole menu ifl about Gxinily.' BoaLon Mw- 
kel’e Kelly Jorgenson “But in the past wc 

haven’t focused on being kid-friendly. 

“It U uuT gual to pay more attention to everyone 
in the family becnusc, until now, we’ve focused 
more on the porentR,” she odds. “We haveo’t^snid, 
'Kids, come on down to Boston Market.’ And it's im- 
jKirUinl that wo .say that.’ 

Of course, the appeal to famiJiea in motivated 
by n deRire to grow nalca. Operaiora who enn ko» 
up with the wavs in which Aiiiorican familMSS ad¬ 
dress their moaf nccnsiocs will profit greatly. 

“The family market is a vorj- important compo¬ 
nent of nor aildienco.* says Burger King spokea- 
woman Kim Miller. ‘That audience' repTMonts about 
a third of our basinexa. Whwn a child comea in to buy 
a $1.99 Kids Club iwaJ aod bringft the entire punily, 
it... becomes oo $8 to $1U chock average, which has 
a aignificant economic impact on the ootupany." 
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Now wait just a 
mhiute... or an 
hour ... or two. 


Talk about waMs* Vinny Tosla's look an 
opportunity io marVol its popularity with 
Dcsionians amid ftie hype surrounding the 
■ecord-breaking nutnoer cl entrants m the 
city’s tooth fur^riing cl the Boston 
Marathon. The centennial celebration 0l 
die longessrunning marathon in hislory 
drew more than 37,000 participants and 
a Flood oF visitors to Iha City duting the 
PaMots Day'eAtivitiesreconUy, ^en 
walls wore as common in the city's 
reslaurants as ai its gyms. The ciiy 
expecied to reap miHiors cF dotla'S 
from tho mlluv ot runnors and 
spectators The ad crcalivcly captures 
rie run Aimosphcre and serious paflui 
ridt detinn Iho chain, which has five 
leslaurants througbuut the grealor 
Boston ii'O.l. 
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MARKETING DIGESTS 


Baskin rebuilds brand with menu offerings 


u ht call it a midlifa crisis. Since 
^hbins has bean trying lo get 


GLEKDi\LE. Calif. — Y'-< " 
turning 50 last vear. B" • •• 
more in tunc with the lV!" i. 

Now the compciny :■ 't.^iesfling that effort with an esti- 
jiintrrl $10 milliuii budi."' ' J promote line catensione and ocw 
pmducLR. 

The cumpany later this month will introduce 'Chocolate 
Blast* as part of the chain’-- '■'■tended (lappucano BlaRt line, 
which IncfudeR a var! ty O' > '"-eolatc end fruit flavors. The 
company alw will add cwovarietieH of Smoothiee. 

The marketing lineup also introducet! a trade-up option, 
which ulJcrs h tiiiro scoop for 50 cents more, in what it calU a 
"Scooper Size’ program. The promotional effort also provides 
patrons with an opportunity to purchase a 24-ouncp vs. a IG- 
ounce ■'Blast' product. 

Revamps are latest on Friendly’s menu mix 

V.TLBRAKAM, Mofl.i — At both frw 
slandioK and retail mall location-R. 

Friendly ‘r outlet? aro getting iiorae 
tender loving care from their parent 
company. 

The company i« embarking on ill- 
store {flumoUorB, complete mcikeovenii 

that spoil dwor. uniffirms and new menu itama; and iji^toro mar- 
kelLRg tlibl features the tuglinv “Serving up fun since 19J5.’ 

Four-wall mnrketing elTorls include the addition of such 
new n<enu itemfi as Riir-fries. roasted-chicken dinners and a 
iiujpUer of home-style side diahes, including hauaemade 
ipaRhed potatoes and bn'ud rtufilng. 

In addition. Friendly'^ inall Inrotiona throughoat the 
Northeast ore Bimiog tu boost beef raIor through a joint part¬ 
nership with the Cattlemen's Beef Beard at pointa-of-ouk 
througnout too mall sLcn i--. 

Donatos positions as 'best on the block' 

COLUMBUS. Ohio — Uonal'- ■ is taking on the big guya 
y.'ith 0 new camp."Lr. 11" ' : in: i.k t everything. 

Leveragin ' ' 3-i-r;-ii : iTowing regionalchaift. Do- 

onto? reecntly ,ii.ior‘h - l iiniLiiijn that proelaima its atten¬ 
tion to castomc: ... 1- |l'l--■l•ll- bocauiw it'fl smaller than 

ocher chuiiL-s thi-’. I'l" .•1 i-- iSe “biggest in tho gala^." 

In the cumintiriiia.r P ;-<j ■>{ spies from n fictitiaua com¬ 
petitor try to uncover DoBacos' aecrel; they et*nT undorstord 
why "heing the besl on the bl«x:k ifl oiure- important than being 
the higgeflt in the world.' 

Trie campaign was created by Tht' Uaunty Agency, the 
pizra compony'fl agency of record for more than 10 years. 
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Source: https://www.industrydocuments.ucsf.edu/docs/xxwp0003 




NATIONS RESTA JRANT NEWS, April 22. 1996 


ON-SITE NEWS: Health Care, Education, B&l, Transportation, Institutions. Recreation 


Sodexho restoreo order in food court at law school 


eerv'erj' is hnni tu achieve when cfosignpri: arc Cri- 
alrained b>' th« arvhilecture of a hintnrir lAnrlinni 

However, f<wdeiervk-c cunlracuir Sodexho bo- 
lievea it baH aucceeded with the renovation of the 
aervery in Harknrea Commons at the [iorvard L'ni- 
veraiiy Law Bciiool. The remodeling was completed 
in five weeks while Students were on Christmaa 
holiday break 

‘^iiiue we reopened in ifanuory, our soles have 
inc'reaaed b> 40 wreent," .«aid Beth Dnvirbon, rood- 
0 eAic« directvr lor Sodexho at the Law School. "We 
are dount; $3,IXX) a day, brvukfaat, lunch and dioner." 

Salea increase is a definite measure of success. 
ItavidMin noted, because law*school oludencB have 
nu incnl plan All items are purcliased either with 
cash or with the Harvard Crimaoii Card, a tlcflin- 
in^-hfilancc plan. 

Harknesa Commons, where the cafeteria is lo- 
cotrd, is part of the Gropius Complex, desitfned fur 
Harvard by architect Walter Urupius. VlTieii tiie de¬ 
cision waa mode to renovate the eervery. SvdejJiu 
was told that the redesiun would have to invoke 
trrijpiua' style of '‘form folTow-inir fuiiition." 

•‘We w«fo told to keep the seA-ery very simple,’’ 
David^mn anid. "So what we, Alan Greenl>erg of 
Ifoepitality Services Inc. and architects ftcrgmejrer 
Aiidociates came up with was a design iKat is very 
clean, sleek and runctiunoJ.’’ 

The new servery ia designed like A food court. 
Thl:n^ nrc station>i far grilled items, Hoalchy Choice 
deli sandwiches, full entrees, rotisserie-prepared 


Thd ne^■•' - < txii at Harkneas Commons has become a 
favcrita of Harvard Law School students, who have been 
patronizins the renovated servery in recorb numbers. 

foodi), displav-cooked foods, pizza and specialty-bar 
items, buch baked potatoes and tacos. 

"The Ini" .c pattern is phenomenal," Davidson 
ftoid "Tlu ' I -ery is very open now. and cuatumen 
can Just go and get whatthey want witJiout having to 
wait in a Icing line. In the old eerv'eiy at peak periods 
Students mi^t have to wait ^0 minutes to get in.'’ 

Food at the slatiun^ is disulajred in mack serv¬ 
ing pans to highlight the fooua’ colors, and aciiin- 


less-slecl collars arc placed under the pans to lifl 
them up for better display. 

All stations include coavcrtiblc sneeze guards, 
which can be Hipped up and out of the way if 
Davidsua warite Lo make a particular alation self- 
Serviue. 

'One of our biggest hite lias been our new salad 
bar,* Davidson nol^. “It ia much larger and has a 
brighter design than our old unit. Lven though we 
ulTer the same number of items on the salad b^ar as 
we did befoTv, the impression customers come away 
with is Uiat we’ve expanded the number of choices." 

Another concept popular with cuslaniers i-i the 
Rurnpean conking island, complete with wok hla- 
tion. m the renr ol tko aervory. 

“1 had wanted an anenUtchan. and we were 
told we couldn’t have tnat,* Davidaon explained. 
"Rci this represents a compromise, ana it has 
worked very welt. The chefs like bi^mg on display, 
and the students like arcing food prepared.* 

To rcsnnnd tn the lifnxt^os of nn-uio-go students, 
Sexlexho also added the HorkBox Cafe on the build¬ 
ing’s lower level. Die name comes from iu locatinn, 
near the Harkness Commona student mailboKes. 

HarkBox U open seven days a week, from 7:30 
a.m. tu 11 p.m. Most of the items sold there arc nf 
the grah-and-gu variety, such as prewrapped sand- 
wiclitfB and Elrollera. Dunkin Uuauts, frozen yogurt 
and gourmet coiTee. 

^vidaon said HarkBox generates an addilion- 
al $2,000 a day in sales in a facility of less than 400 
square feet. 
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High-school students win cook-off 

PROVlDtNCE, K.I. — Wayne King of Montauk, N.Y., and ! 
Adneiirie Cuiininghatn of Kock Kill, s.C.. were the grand-prize ; 
winners in the seventh aiuiudl Naliunsl High School Recipe . 
Contest. 

The contest, sponiiored by Johnson & Wales University, ' 
the American Cancer Society and the American Heart Associa- i 
lion, WHS held at JuJitisoii & Wales March 30. 

King. H SHilior al Rnst Hainpten High Schuul. won in the 
hctilthful-dinner category. Hie entry was urzo-sluffed purk ten- ^ 
dcrloin with herb cruxt. served with hraixed fennel, red pep- 
perh, Spanish nninne and ziiorhini fane. 

Cunningham, n senior at Kock Hill High School, earned 
her grand prize in the healthful-bread-and-deasert category. 
Her entries were kiwi lime pie willi zesiy orange sauev and 
dilled rarrnt inuflina 

Kmc and Cunningham received full scholarahips to John- 
flfin & Wales. There were 6UO entriea. and 2U fll)flli^lte came to 
.Tohnsnn &, Wales for the cook-nlT. 

Sodexho feeds, teaches marathon runners 


Best Inc. gives clients customization 
options with self-branded concepts 


ROSEVILLE, Minn. ~ Best 
: Inc. has duvclopod a self- 
' branded program that allows 
: the foodsen'ice contractor’s 
cliunta to customize their 
' fuudaervtce operatiuna. 

ChUed *r rebh Taslea Fur 
lYxlay^s LifestyIiia,”tJie pmgnuri 
contains 10 inudulea that 
cUeute can chooae from to create 
a loodsoA’ice operation that tlu 
the noedo and dewres of their 
nsapeclive custemcr bunes. 

Best marketing director 
: John Benzijk likened Uie de¬ 
velopment of theprugram to 
the changes in coflW service 


HDPKFKTON. Mass- — Sodexho played a inAjor role in 
n Marothon when it provided ni 


the 


lOOth running of the Roxton Marathori when it provided nutn- 
Lioniil guidance to 44 nf the wnrld’s tap inaratboricrx. 

For four d.'iys before ihe April 1.1 running of the fnarnthon, 
ninnerjs from the United States and aix nlhor ooiintriof: stayed 
at the New England Laborers Training Academy horn to prtf- 
ptm- for the race. 

Sodexho, which manages foodsemce ot the aeademy. was 
ch:irged with preparing the marnthonors,' meala duririg their 
xtny In addition, Sodexho ciutritinniats olTered dietary consul¬ 
tations lor interested athletes 

The menu, which included such rntreea oa pasta prininv- I 
erii. chicken ii I'urargv and fish Florentine, was designed tn bn ' 
high in complex carbohydrates, iron, calcium and potassium. 

United feted for healthful meal service 

t’HIFACjD . Uniird Airlines has been recognized by the !n- 
Irrmitionnl riighi ('ntcring Astvociatian for its special-meal j 
prvi;rair 

L'liited'h Heart .Smart Speciul Meals earned a silver loedal I 
at IKCA's annual confenmeo lust month in Home. 

United h&s designed ita special-meals program with the - 
help of Heart Kmart Kostaurniite [ntcrnalional, Scottsdale. I 
Anz All such meals, whether they are "lighter choice,* med- ! 
icnl, religinus or vegetanim, meet guidttlincs nf JI> ^rrent rr | 
fi-wer raloiics Trom fat. 10 percent or fewer calones from aniu- | 
roll'd fat, iind fewer than 1.50 miliigramsofchnlesti'ral. j 

Then' ure muri' than two dozen special mt'ol eategnriea in i 
UniUtefx pragnim. Each apecial meal cumes with u curd that 
lists nutrition Infonnaiion. 

United also has been recognized by the Physicians Com- 
mittre for Responsible Medicine as having the most healthful 
meals of oil U.S.-baiied airlincfi. 


Bach module 
is designed to 
stand alone with 
its own sign^e, 
merchandising 
materials and 
menus. 


"Consumers want more 
choices, better quality, de¬ 
pendable brands,” Renzn I: rtr- 
plaincd. *A few yean, .igo 
America's idea of a good cup of 
coffee was 6 uuncus of indos- 
trial-slrength brew served in a 
mug or Scyrnfoam container. 

"Now Americana arc or¬ 
dering specialty brews, espres¬ 
so, cnppuccina and Inttes nt nn 
□nprocodented rate." 

With that push toward 
variety in mind. Best created 
Lucia's, an Italian concept. 
Argento's Hearth, which spe- 
ciaiizes in breads and baked 
good.s: Prairie Fixin's, which 
offers Midwestern spcciaicies: 


Beal Inc-’a self-brendad concepts are now in place at sever of Best's 
roughly 20 corporate end college accounts in the Midwestern states. 

rtaU and menus. Beat man¬ 
agers meet with clients and 
allow them tu chwee the ele- 
[rienla that beat meet their 
needa and budgela. 

Since Fresh Tastes was 
introduced mrlier this year, Jt 
Itea been implemented in s«v- 
lilt Best auooutlte. Best man¬ 
eges nbout 20 coruiirate and 
oollece Rccounte in MinnesuLa, 
Wiftc 1 ill and Illju-i u. 
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Pwo»B on fCM » r| »er¥tea 


*ln t}>e cc’lkftc envircinTnanT 
there is inrrnaii'niT -xmip^. 
twr. for rtudnot doUmi. 
dent civtozoeiv are demaod. 
ing —. and goHing — more 
respect fr-?si cootnciars. 
Hoard plans an.- dutsMiear- 
ing, beina replaced by lie- 
ciiiiing-balaara plans that 
jJIs-w Biudeoti to pay as 
thi»7 go. Ctir pro(pw>«. from 
makw-yuur-wn m na:lBnsl 


brsifd*, are 
Heiign^ tn 
kora student 
dotfars on PurcM 
campus tad 

cuaUimert more value 

lor Lhalr luaoey “ 
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